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P R O D U C T  A T T R IB U T E S  &  P E R S O N A L  V A L U E S : A  R E V IE W  O F  M E A N S - E N D  
T H E O R Y  A N D  C O N S U M E R  B E H A V IO U R  
INTRO D U C T IO N  
Obse rv i ng  w h a t consumers  buy  in  th e  H igh  S treet is easy . W h a t is fa r  m o r e  comp lex , 
howeve r , is th e  task  o f exp la in ing  why  they  a re  buy ing  w h a t they  a re  buy ing ; 
answer  th e  ques tions , 
to  a tte m p t to  
“w h a t exac tly d o  consumers  see  in  p roduc ts?” a n d  “w h a t d o  p roduc ts 
ac tua l ly  m e a n  to  consumers?” 
Th is  pape r  opens  by  look ing  back  a t th e  economis ts’ theor ies  o f th e  “ra tiona l” consumer  
a n d  con trasts th is  app roach  with a  con tempo ra r y  p rocess ing  m o d e l  o f consumer  dec is ion  
mak i ng  de r i ved  from  a  cogn i t ive v iewpo in t, th e  m e a n s - e n d  cha in  m o d e l . 
The  pape r  th e n  d iscusses th e  n a tu re  o f m e a n s - e n d  theo ry , th e  l inkages  b e tween  p roduc t 
a ttributes, h o w  they  a re  pe rce ived  as  b e n e fits by  consumers  a n d  w h a t these  b e n e fits de l iver  
in  th e  fo r m  o f sa tisfying va lues  o r  ach iev ing  des i red  end -s ta tes  o f be i ng . In  pa r ticular, th e  
pape r  d raws  o n  th e  work  o f Rokeach  (1973 )  in  d e fin i ng  pe rsona l  va lues  a n d  o f G u tm a n  
( 1982 , 1 9 9  1 )  a n d  Reyno lds  e t a l  ( 1984 , 1988 )  in  descr ib ing  face ts o f th e  m e a n s - e n d  theo ry . 
The  l adde r ing  techn ique , wh ich  is a  m e th o d  o f es tab l i sh ing  re la t ionsh ips b e tween  th e  
concep ts o f a ttributes, consequences  a n d  values,  resul t ing in  a  g raph ic  r ep resen ta tio n , is 
th e n  desc r ibed . The  ro le  o f p r ice  in  d e te rm in ing  va lue  is d iscussed in  th e  con tex t o f th e  
“ra tiona l” consumer  a n d , subsequen tly, th e  m e a n s - e n d  cha in  app roach  to  inform a tio n  
process ing.  
The  fina l  sect ion o f th e  pape r  dea ls  with th e  va lue  to  ma r ke ters  o f th e  m e a n s - e n d  m o d e l  a n d  
l adde r ing  techn iques . In  pa r ticular, it d iscusses app l ica t ion  o f th e  theo ry  fo r  cross-cul tura l  
compar i sons  wi th in E u r o p e  a n d  poses  s o m e  cha l l eng ing  ques tions  fo r  Eu ro -b r and  m a n a g e r s  
a b o u t th e  n a tu re  o f p a n - E u r o p e a n  ma r ke tin g  strategies. 
T H E  “R A T IO N A L ” C O N S U M E R  
Historical ly, theo r ies  o f consumer  behav iou r  we re  d o m i n a te d  by  economis ts w h o  be l i eved  
in  th e  n o tio n  o f th e  “ra tiona l” consumer  w h o  b o u g h t because  th e  pr ice  was  right. It was  
n o t u n til th e  1950s  th a t m u c h  th o u g h t was  g i ven  to  th e  i dea  th a t p roduc t a ttr ibutes o the r  
th a n  sim p ly pr ice,  m igh t b e  in f luenc ing th e  pu rchase  dec is ion.  Leav i tt’s find ings  ( 1954 ) , 
fo r  e xamp le , l ed  h im  to  sugges t h a t d e m a n d  curves  m a y  n o t invar iab ly  b e  n e g a tively 
s l oped ; pr ice  itself m a y  have  m o r e  th a n  o n e  m e a n i n g  to  consumers  a n d  th a t a  h ighe r  pr ice  
m a y  s o m e tim e s  increase,  ra the r  th a n  dec rease , read iness  to  buy . These  te n ta tive find ings  
o p e n e d  th e  doo r  to  th e  i dea  o f “i r rat ional” consumer  behav iou r , to  use  th e  economis ts’ 
vocabu lary .  (F rom a  cogn i t ive po in t o f v iew, consumer  behav iou r  pe r  se , cou ld  n o t b e  
descr ibe  as  “i r rat ional”. 
sal iency).  
The  te r m  is u sed  by  economis ts w h e n  non-p r i ce  p roduc t cues  have  
The  ro le  o f p r ice  in  d e te rm in ing  consumer  behav iou r  has  b e e n  th e  subject  o f m u c h  research  
a n d  O lson  (1977 )  p resen ts a  succinct  overv iew o f th e  l i terature in  th is  a r ea . His  tab le  
( pp .268 -269 )  shows  th a t m o s t o f th e  ear ly  research  typical ly e xam ined  th e  e ffec ts o f p r ice  
as  th e  on ly  inform a tiona l  cue  ava i lab le  to  consumers , wh i le  th e  m o r e  recen t l ist ings te n d e d  
to  cons ider  m u lt iple p roduc t cues . 
. 
THE COGNITIVE VIEW OF BEHAVIOUR 
In attempting to analyse consumer behaviour, the cognitivist maintains that the internal 
psychological responses, the thought processes and feelings of the consumer, must be 
analysed to understand the cognitive and affective stages in the purchase decision. The 
subjective meanings that reflect each person’s personal interpretation of the stimuli in 
question are described as cognitive representations and these are organised as structures of 
knowledge (Peter and Olson 1990). 
In examining this psychological relationship it is first necessary to define the term 
“product”. Doyle (1989) offers the following: 
needs of customers”. 
“A product is anything which meets the 
“Product” refers not only to f.m.c.g. but also to financial or retail 
services and the value of a product can be described as its ability to meet the needs of 
consumers. Consumer cognitions about products can be viewed as tri-partite: 
The product can be perceived as a bundle of attributes or characteristics, e.g. the pen has 
black ink, the desk is made of wood. Even the simplest products have a few attributes (the 
pen has black ink, a plastic casing and a ball-point) while complex products (like word 
processors) have many. Attribute knowledge can be abstract in that it represents 
intangible, subjective characteristics such as the quality of the ink flow or it can be of a 
tangible, concrete nature, such as the colour of the plastic casing. 
Secondly, as Levitt (1960) was among the first to point out, consumers usually tend to 
think about products in terms of their consequences and not their attributes. Consequences 
can be either functional (e.g. pizza satisfies your hunger) or psychosocial in nature (e.g. 
wearing “Ellesse” ski-wear may make you feel more stylish and something of a trend 
setter). Desirable consequences are known as benefits and differ from attributes; people 
receive benefits whereas products offer attributes. The product benefits accrued can have 
both direct or indirect consequences: having a haircut may make you feel better (direct 
consequence) and, because you feel better others react more favourably (indirect 
consequence). 
Thirdly, beyond the tangible level at which functional and psychological consequences 
operate, products can also be interpreted as value satisfiers. These personal values are 
therefore important life goals that consumers are trying to achieve (e.g. happiness, 
security, wisdom) which may, in certain instances, be linked to the products or services 
consumed by the individual. 
PERSONAL VALUES 
The role of personal values in buyer behaviour was given impetus by Rokeach (1973) who 
defines value as “an enduring belief that a specific mode of conduct or end-state of 
existence is personally or socially preferable to an opposite or converse mode of conduct”. 
A value system, he argues, is “an enduring organisation of beliefs concerning preferable 
modes of conduct or end-states of existence along a continuum of relative importance”. 
Rokeach identifies eighteen values or end-states although he argues that these values do not 
guide all behaviours, only that which is related to maintaining and enhancing self-esteem. 
He classifies values into two types: 
(0 
(ii) 
Terminal values (concerned with preferred end-states of existence); 
Instrumental values (related to modes of behaviour which are instrumental in 
achieving those end states). 
Based on Rokeach’s work, Vinson, Scott and Lamont (1977) defined values as “centrally 
held cognitive elements that stimulate motivation for behavioural response”. They 
discerned global values and domain-specific values but, as Gutman (1982) points out, they 
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d o  n o t e l abo ra te  h o w  these  a re  re la ted to  eva lua tions  o f p roduc t a ttributes. Howeve r , 
Y o u n g  a n d  Fe ig in  ( 1975 )  th r ough  th e  G rey  B e n e fit Cha in , a re  ab le  to  l ink psycho log ica l  o r  
e m o tiona l  b e n e fits to  p roduc t a ttributes. In  a  sepa ra te  study, Howa rd  (1977 )  posi ts a  
h ierarch ica l  eva lua tive structure o f pe rsona l  va lues  a t two levels,  o n e  h e a d e d  by  te rm ina l  
va lues  a n d  th e  o the r  by  instrum e n ta l  va lues.  G u tm a n  does  n o t d r aw  a  dist inct ion in  th is  
way . 
M E A N S - E N D  T H E O R Y  A N D  T H E  M E A N S - E N D  C H A IN 
- 
It is m e a n s - e n d  theo ry  wh ich  enab les  th e  researcher  to  desc r ibe  h o w  these  th r ee  levels  o f 
know ledge  -  p roduc ts as  bund les  o f a ttributes, as  bund les  o f b e n e fits a n d  as  va lue  sa tisfiers 
-  can  b e  o rgan i sed  to  fo r m  a  sim p le, associat ive n e twork. A  m e a n s - e n d  cha in  is a  sim p le  
know ledge  structure con ta in ing  in te rconnected mean i ngs  th r ough  wh ich  p roduc t a ttr ibutes 
a re  seen  as  means - to -ends  o r  pe rsona l  va lues.  E m b o d i e d  in  th is  m o d e l  is th e  concep t o f 
leve ls  o f abs traction; lower- leve l  a ttr ibutes l ink with h igher - leve l  consequences  wh ich , in  
tu rn , l ink with still h igher - leve l  va lues.  
C O N S E Q U E N C E S  
A d a p ted f rom P e ter a n d  O lson, 1990 .  
G U T M A N ’S  M O D E L  O F  M E A N S - E N D  C H A INS 
G u tm a n ’s semina l  pape r  ( 1982 )  p resen ts h is  vers ion  o f th e  m e a n s - e n d  m o d e l  based  o n  two 
a ssump tions  a b o u t consumer  behav iou r : 
(0  V a lues  p lay  a  d o m i n a n t ro le  in  gu id ing  choice;  consumers  choose  ac tions  
th a t p roduce  des i red  consequences  a n d  m inim ise undes i red  consequences . 
( i i) Consume rs  r educe  th e  comp lex i ty o f cho ice  by  g roup ing  p roduc ts into se ts 
o r  c lasses. It is th is  ca tegor i sa tio n  p rocess  wh ich  exp la ins  h o w  consumers  
o rgan i se  the i r  th ink ing  a b o u t speci f ic p roduc t al ternat ives, enab l i ng  th e m  to  
treat non - i den tical stim u li as  equ i va len t. To  a tta in  va lues,  consumers  g r oup  
p roduc ts into di f ferent ca tegor ies  depend i ng  o n  wh ich  fe a tu res  they  
emphas i se  a n d  wh ich  they  i gno re . Fo r  e xamp le , a  consumer  m a y  rega rd  th e  
cho ice  o f spend ing  a n  even ing  in  a  restaurant ,  a t th e  c i nema , o r  in  a  p u b  as  a  
g r oup  o f a l ternat ive “p roduc ts” to  m e e t a  n e e d  fo r  e n te r ta i n m e n t (term ina l  
va lue  -  p leasure ) . A n o the r  consumer  m igh t pe rce ive  these  non - i den tical 
stim u li to  b e  non -equ i va len t because  th e  g roup ing  wil l  b e  a ffec te d  by  h is  
o w n  pe rsona l  va lues.  G u tm a n ’s cha in , the re fo re , consists o f th r ee  levels  o f 
dist inct ion: va lues,  consequences  a n d  g roup ings  (wh ich  focus  o n  p roduc t 
a ttributes). 
A Conceotual Model for Means-End Chain: Figure 1 
CONSUMER 
BEHAVlOUR 
CULTURE, SOCDXY. PERSONALKY 
Adapted from Gutman, 1982. 
LADDERING AND MEANS-END CHAINS 
FUNGI-IONAL 
GROUPtNGS OF 
PRODUCK 
In order to ascertain consumers’ values and their relation to consequences and attributes, 
Gutman (1982) and Reynolds and Gutman (1984) utilise Repertory Grid and triadic sorting 
(Kelly 1955) to initiate the process by identifying the perceptual constructs that serve to 
discriminate among the three stimuli. This is an inherently complex task and clearly some 
respondents are better able to cope than others. Further, Reynolds and Gutman (1984) 
argue that Repertory Grid techniques are not sufficient in themselves to push respondents to 
respond beyond the superficial, descriptive (attribute) level. 
In order to elicit higher-level responses, as well as to understand the linkages between the 
lower-level descriptors and higher-level consequences and values, Reynolds and Gutman 
use an in-depth probing technique called laddering. Having elicited the perceptual 
constructs, each of which contains a similarity- and a contrast-component, respondents are 
then asked to identify which pole of this dichotomous distinction they most prefer and why 
it is important to them. This, typically, leads to distinctions involving product functions 
and consequences which result from use of the product. These replies become the basis for 
still higher-level distinctions and the procedure is repeated until respondents can no longer 
answer the “why” question. An example of this laddering process is given in appendix I. 
Laddering can also be used to explore why respondents do not like or use a product and 
this is known as negative laddering. 
Reynolds and Gutman (1984) conclude that, “unlike focus groups, depth interviews or 
projective techniques, laddering elicits specific responses from respondents that lead 
directly to qualitative models based on group maps, thereby bridging the gap between 
qualitative approaches that can’t be quantified and the excessively quantitative models that 
lack depth of meaning”. 
The analysis of laddering data across respondents involves, firstly, summarising the key 
elements and then constructing a summary table representing the number of connections 
between the elements. From this, dominant connections can be graphically represented in a 
tree diagram which is termed a hierarchical value map (see Appendix II for an example). 
Not all respondents can produce multi-step ladders. For example, Reynolds and Gutman 
(1984) quote research in which interviews with 26 respondents produced 133 ladders: 41% 
of these had only two steps (one beyond the initial response); 38% were three steps in 
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l eng th  a n d  2 1 %  we re  a t least  f ive steps in  l eng th . Neve r theless,  th is  resul t  was  su fficiently 
r ich to  ana lyse  th e  h ierarch ica l  va lue  m a p s  fo r  th e  p roduc t a ttr ibutes in  ques tio n . 
Fo r  a  d e ta i led  d iscuss ion o f th e  theo ry  m e th o d , ana lys is  a n d  interpretat ion,  th e  a u tho rs  
re fe r  th e  r eade r  to  Reyno lds  a n d  G u tm a n  (1988 ) . In  a  later pape r , G u tm a n  ( 199  1 )  p rov ides  
a  fu r the r  c o m m e n tary  o n  th e  n a tu re  o f th e  l inkages  b e tween  consequences  a n d  pe rsona l  
va lues.  H e  ra ises a  n u m b e r  o f cha l l eng ing  ques tions  re la t ing to  th e  process,  e .g . in  w h a t 
d i rect ion shou ld  l inkages  run  ?  H o w  m a n y  e l e m e n ts shou ld  b e  rep resen te d  in  a  cha in?  H e  
a lso  ques tions  w h e the r  va lues  a re  ends  o r  gu ides ; “D o  va lues  select  consequences  o r  a re  
va lues  imp l ied  by  consequences?” 
T H E  I N F L U E N C E  O F  S ITUAT IONAL  E F F E C T S  O N  P E R S O N A L  V A L U E S  
Resea rch  by  W a lker  a n d  O lson  (1991 )  i den tifies  th e  impo r tance  o f s i tuat ion in  consumer  
dec is ion  mak i ng . In  the i r  study, 4 0  fe m a l e  subjects we re  g i ven  o n e  o f two dec is ion  
scenar ios  to  buy  e i ther  a  th ink ing-o f -you ca rd  o r  a  wedd i ng  ca rd . Fo l low ing  l adde r ing  
p rocedu re , con te n t ana lys is  revea led  th a t th e  th ink ing-o f -you si tuat ion ac t ivated rece iver -  
re la ted goa ls  (i.e. to  “m a k e  he r  happy”) whe reas  th e  wedd i ng  si tuat ion ac t ivated rece iver -  
re la ted e n d  goa ls  re la ted to  se l f -express ion (i.e. to  “express  m y personal i ty”). The  
researchers  conc lude  th a t, if th e  ends  in  th e  m e a n s - e n d  cha in  vary  with th e  situat ion, th e n  
th e  p roduc t-re lated mean i ngs  to  wh ich  they  a re  connec te d  wil l  a lso  b e  a ffec te d . S o  th e  
p roduc t-re lated know ledge  th a t consumers  cons ider  as  cho ice  cr i ter ia m a y  change  in  
di f ferent dec is ion  si tuat ions. Th is  po in t o f v iew is e n tirely consistent  wi th th e  conc lus ion  
d r awn  by  ear l ie r  researchers  th a t th e  s i tuat ional  in f luence is a  persuas ive  fac to r  in  
d e te rm in ing  consumer  behav iou r  (Be lk  1 9 7 4 , 1 9 7 5 ; G u tm a n  1982 ) . 
T H E  R O L E  O F  P R ICE IN M E A N S - E N D  T H E O R Y  
G iven th a t th is  pape r  o p e n e d  with th e  economis ts’ v iew o f p r ice  as  th e  p ivota l  d e te rm inan t 
o f consumer  behav iou r , it is in terest ing to  n o te  th a t in  m e a n s - e n d  theo ry  th e  ro le  o f p r ice  is 
appa r en tly marg ina l i sed ; it is desc r ibed  as  a  lower- leve l  p roduc t a ttribute. In  th is  respec t, 
m e a n s - e n d  theo ry  m a y  b e  th o u g h t o f as  de l imi t ing th e  ro le  o f p r ice  cons iderab ly .  
N o n e theless,  Ze i thaml  ( 1988 )  uses  th e  m e a n s - e n d  m o d e l  a n d  l adde r ing  techn iques  to  
p ropose  a  m o d e l  wh ich  p rov ides  a n  overv iew o f th e  re la t ionsh ips b e tween  pr ice,  pe rce ived  
qual i ty  a n d  pe rce ived  va lue . 
Ze i thaml  posi ts th a t the re  is a  dist inct ion b e tween  ob jec tive pr ice  ( the ac tua l , m o n e tary  
pr ice  o f a  p roduc t) a n d  pe rce ived  pr ice  ( the pr ice  as  encoded  by  th e  consumer ) , “S tud ies  
have  shown  th a t consumers  d o  n o t a lways  know  o r  r e m e m b e r  ac tua l  pr ices o f p roduc ts a n d , 
instead,  encode  th e m  in  ways  th a t a re  m e a n i n g fu l  to  th e m ”. Th is  po in t has  m o r e  recen tly 
b e e n  con firm e d  by  d e  C h e m a tony  a n d  K n o x  (1991 ) . Ze i thaml  a rgues  aga ins t inc lud ing  
m o n e tary  pr ice  as  a  l ower  leve l  a ttr ibute in  m u lti-attr ibute mode l s  because  pr ice  is a  “g ive” 
c o m p o n e n t ra the r  th a n  a  “g e t” c o m p o n e n t o r  b e n e fit. The re fo re , it is th e  ro le  o f pe rce ived  
pr ice  wh ich  shou ld  b e  cons ide red  w h e n  ana lys ing  th e  ro le  o f p r ice  in  m e a n s - e n d  theo ry . 
A  M e a n s - E n d  M o d e l  Re la tin g  P rice, O u a litv a n d  V a lue : F igu re  2  
EXTRINSIC INTRINSIC 
A’ITIUBUTES ABSTRACTIONS ATTRIBUTES 
OBJECTIVE 
PRICE 
I 
PERCEIVED 
MONETARY 
PRICE 
PERCEIVED 
SACRIFICE 
PERCEIVED 
NONMONETARY 
PRICE 
Lower-level attributes 
Higher-level attributes 
Perceptions of lower-level attributes 
Adapted from Zeithaml, 1988 
MANAGEMENT APPLICATIONS OF MEANS-END THEORY 
Means-end theory and the use of the laddering technique enable marketers to gain a better 
understanding of the benefits gained by consumers from using their products. Management 
are also able to determine precisely which attributes produce particular benefits and 
conversely, through negative laddering, why certain product attributes result in negative 
consequences for consumers. Thus, by understanding the linkages between attributes and 
benefits, marketers can gain an insight into what their products offer consumers in relation 
to the competition. 
This knowledge can lead to more effective product marketing in a number of ways: 
(9 By enabling market segmentation based on consumer value orientations at the 
product class or brand level. 
(ii) As a basis for developing advertising strategies. Reynolds and Gutman (1984) 
claim that means-end chains are the fundamental units of analysis for understanding 
“image” which can be operationalised through the application of the Means-End 
- 
a -  
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Concep tual izat ion o f C o m p o n e n ts fo r  Adve r t is ing S trategy ( M E C C A S )  m o d e l  
dev ised  by  O lson  a n d  Reyno lds  ( 1983 ) . 
(i i i) B y el ic i t ing th e  impac t o f pe rce ived  pr ice  as  a n  a ttr ibute o f th e  p roduc t. 
( iv) B y h igh l igh t ing  oppo r tun i ties  fo r  n e w  p roduc t deve l opmen t. A  know ledge  o f th e  
m e a n i n g  o f a ttr ibutes wil l  enab l e  n .p .d . ma r ke ters  to  exp lo re  th e  feasibi l i ty o f n e w  
p roduc ts whe re  th e  a ttr ibutes have  a l ready  b e e n  prescr ibed.  Thus , th e  se l ler  takes  
h is  cues  from  th e  buye r  in  such  a  way  th a t th e  p roduc t becomes  a  consequence  o f 
th e  ma r ke tin g  e ffo r t, n o t v ice versa.  
C R O S S - C U L T U R A L  V A L U E S  R E S E A R C H  A P P L ICATION 
The  fac t th a t di f fer ing m e a n s - e n d  cha ins  fo r  th e  s a m e  p roduc t m ix can  b e  agg r ega te d  into 
h ierarch ica l  va lue  m a p s  a l lows fo r  cross-cul tura l  research . M u n s o n  (1984 )  a rgues  th a t 
va lues  l ie a t th e  hea r t o f cross-cul tura l  ma r ke tin g  research  as  they  serve  as  th e  sp r i ngboa rd  
from  wh ich  cul tural  no rms  a re  de r i ved . It is th e  in tent ion o f th e  a u tho rs  to  init iate research  
in  th is  a r ea  by  se lect ing a  n u m b e r  o f E u r o p e a n  b rands  a n d , th r ough  th e  app l ica t ion  o f th e  
m e a n s - e n d  m o d e l , to  d e te rm ine  the i r  va lue  h ie ra rchy  a m o n g s t consumers  in  ind iv idua l  
E u r o p e a n  ma r ke ts. It is a n t ic ipated th is  wi l l  p rov ide  s o m e  insight  into th e  ex is tence (or  
o therw ise)  o f th e  “Eu ro - consumer” a n d  consequen tly th e  e ffec t iveness o f a  Eu ro -b r and  
strategy. Does  a n  in ternat ional  ma r ke t s e g m e n t, based  o n  va lues  s e g m e n ta tio n , exist across  
n a tiona l  bounda r i es?  
A t th e  ma r ke tin g  m ix level,  th is  cross-cul tura l  research  wil l  add ress  w h e the r  o r  n o t a  pan -  
E u r o p e a n  adve r t is ing a n d  pr ic ing  strategy is app rop r i a te  to  loca l  ma r ke t cond i tions  based  o n  
a n  eva lua tio n  a n d  compar i son  o f h ie rarch ica l  va lue  m a p s  o f consumers  in  th e  U K  a n d  
m a in land  E u r o p e . 
S U M M A R Y  
In  th e  con tex t o f H igh  S treet pu rchas ing , th e  m e a n s - e n d  m o d e l  can  con tr ibute to  a n  
unde rs tand i ng  o f consumer  cho ice  decis ions.  Cogn i tio n  theo ry  ho lds  th a t consumers  
perce ive  p roduc ts as  bund les  o f a ttr ibutes b u t they  d o  n o t m a k e  a  pu rchase  based  o n  these  
charac teristics. A  p roduc t’s a ttr ibutes a re  eva lua te d  by  consumers  in  te rms  o f the i r  
des i rab le  (o r  undes i rab le )  consequences , th a t is, th e  b e n e fits they  m a y  del iver .  In  mak i ng  
th is  re la t ionsh ip  b e tween  a ttr ibutes a n d  b e n e fits, consumers  fo r m  h ierarch ica l  va lue  
structures ca l led  m e a n s - e n d  chains;  it is th e  n o tio n  o f va lue  sa tisfaction de r i ved  from  
p roduc t a ttr ibutes th a t d is t ingu ishes th is  app roach  from  o the r  behav iou ra l  mode l s . 
The re  is n o t cons ide red  to  b e  a  direct  connec tio n  b e tween  these  va lues  a n d  consumer  
choice.  Ins te a d , th e  re la t ionsh ip  can  b e  d e te rm ined  th r ough  a  n u m b e r  o f interm e d i a te  steps 
o r  m e a n s - e n d  chains.  M e a s u r e m e n t o f th e  m e a n s - e n d  cha ins  can  b e  m a d e  th r ough  
Repe r to ry  G r id a n d  subsequen t l adde r ing  to  elicit th e  h igher - leve l  responses  a n d  
h ierarch ica l  va lue  m a p s . These  m a p s  can  b e  agg r ega te d  to  p roduce  cul tural  no rms  fo r  th e  
p roduc t in  ques tio n . 
In  th e  con tex t o f th e  S ing le  E u r o p e a n  Ma r ke t, m e a n s - e n d  theo ry  o ffe rs  th e  oppo r tun i ty to  
unde r take  cross-cul tura l  va lues  research  o f exist ing E u r o p e a n  b rands  a n d  th e  e fficacy o f 
the i r  cu r ren t strategy as  th e  S ing le  Ma r ke t evolves.  
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APPENDIX I 
Hwothetical Examnle of a Laddering Interview 
Researcher: 
Consumer: 
Researcher: 
Consumer: 
Researcher: 
Consumer: 
Researcher: 
Consumer: 
Researcher: 
Consumer: 
Researcher: 
Consumer: 
Researcher: 
Consumer 
Researcher: 
“You said that being made of softer cloth was important to you in deciding 
which brand of tracksuit to buy. Why is that?” 
“A soft cloth tracksuit will fit me better.” 
(physical attribute andcfirnctional consequence) 
“And why is it important that the tracksuit fits you better?” 
“Because it feels more comfortable.” 
(psychosocial consequence) 
“And why is it important to you that it feels more comfortable?” 
“So I can concentrate on the exercise class.” 
(psychosocial consequence) 
“And why is it important to you that you concentrate on the exercise class?” 
“So that I gain the most from the class. ” 
(psychosocial consequence) 
“And why is it important to you that you gain the most from the class?” 
“Because that way I’ll feel good afterwards.” 
(instrumental value) 
“And why is it important to you to feel good afterwards?” 
“Because it makes me happy.” 
(termin.al value) 
“And why is it important to you to be happy?” 
“Because it just is! ” 
“Thank you. ” 
APPENDIX II 
11l HvDothetical Examde of a Hierarchical Value MaD 
VALUES HAPPINESS 
FEEL GOOD 
CONSEQUENCE-S GAIN MOST 
FROM CLASS 
LIC 
ATTRIBUTES 
UL 
MORE COMFORTABLE 
FITS BETl-ER 
I\ 
SOFT STRETCHY 
CLOTH CLOTH 
INNER-HARMONY 
/ \ 
CONFIDENCE SECURITY 
LOOK GOOD AVOID 
EMBARRASSMENT 
RECOGNISED LOOKS SMART 
NECESSARY CONDITION FoR un 
WASHES WELL LIGHTWEIGHT 
